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29, 271; in relation to volume and profits, 48, 51; hinges on balanced size, 55; requires good roads, 121; necessitates sound financing, 163-166; in distributing. See Distributing Efficiency; is only justification for existence of middlemen, 226, 271, 387; varies greatly in competition, 226; of middlemen, analyzed, 271-275, 352-356; exceedingly variable, 356-357; of marketing system hindered by popular misunderstanding, 280-282,352-356; test of, in marketing, 335, 357; reduced by needless duplication of middlemen, 339-346.
Eggs, production of, perform, 50; in relation to marketing, 50; grading of, by middlemen, 51; proportion in various grades, 61; value of packaging for, 84; seasonal production, 138; efficiency in marketing prevented by undersized middlemen, 339.
Elementary utility, 25, 27.
Elevator, local, illustrated, Fig. 3, face p. 38; Fig. 53, face p. 379; operating costs for various sizes, 51; its part in distributing, 190, 191, 204, 218; essential to large-scale milling, 194, 195, to car-lot shipment, 194-196; easily flooded, 205; flooding prevented by information, 205-206; means of gaining information, 206-209; failure due to poor manager, 220-230; success due to good manager, 230-231; extent of duplication, 344-345.
Elevator, terminal, illustrated, Fig. 3, face p. 38; Fig. 53, face p. 379; its part in distributing, 190,191; in relation to car-lot shipment, 194; renders storing service, 194-196; its means of gaining information, 206-209.
Elimination of middlemen, where number excessive, desirable, 235; object of direct marketing, 267; automatic for those losing money, 285, 354; reasons for slowness of, 289; where inefficient essential to improvement, 293, 355~356, 357; where undesirable, by government,
Energy. See Manager, Middlemen, efficient; the basis of competitive profits, 353-356.
Enforcement, of standards, of competition necessary, 373-374; requires freedom ol action by government, 374; requires government action, 380-388, 390.
Enterprise. See Marketing agencies Marketing methods, Large and smal
scale enterprise, Competition, Monopoly.
Enthusiasm, of dealers gained by stability, 326-327.
Equality of opportunity for various marketing agencies, 47, 226, 285-286; its promotion a duty of government, 374, 390; prevented by unfair competition,
1375-376; meaning, 390.
/vils in marketing. See Marketing weaknesses.
Evils of speculation. See Speculative evils.
Excessive prices.   See Price inflation.
Exchange. See Grain Exchange, Telephone exchange, Produce exchange, Federation; its value in marketing system, 203, 208, 332; maintained for informational service, 311, 330-331; abolition, destructive, 321, 331; objects, to maintain relationships, 365-366.
Expanding markets. See Market expansion.
Experts. See Manager, Division of labor, Middlemen; essential to efficient marketing, 347.
Facilities for communication. See Communication.
Facts. See Information, Informational service, results of lack of, 2, 18, 334; a necessity in price making, 307-308; their lack leads to speculation, 311; essential to identify monopoly, 315, 333. Failure of local creameries, 37, 234-235; causes of, by middlemen, 62, 164-165; due to unsound financing, 164-165; 233; to poor management, 228, 229; to forced sale at depressed prices, 233; of cooperation, due to ignorance, 248. Fair price, meaning, 324-325; determined
by bargaining, 330-Falling prices, decrease profits and production, 303-304;   increase consumption, 302.
Farmer, dependent on consumers, 5; must assume individual responsibility for production, 290-292, 323-325. 37Jt; suspicion by, complicates marketing, n; suspicious of middlemen, 12; large number necessary, 14; number of, 30; widely scattered, 31; right to cooperate, 47, 226, 285; benefited by grading, 58,- 67, by storing, 143; not the only producer, 26; responsible for road conditions, 118, 122; location, 187; distance from con-